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ABSTRACT
The study examined how the self-systems of
users of the social networking website Facebook
(where a self-system comprises four
elements—self-efficacy, self-assertion, social
presence, and self-esteem) and intensity of use
affected the above mentioned social relations and
the social capital effect. The study also found that
bridging and bonding social relationships are
mediated by Facebook users’ self-systems and
social capital effects. The study’s findings
provide potentially significant implications that
can be used to develop guidelines and a
framework for assessing SNS users’ behavior.
Keywords: SNS, Facebook, Self-System, Social
Capital.

Introduction
Relationships with others are important
both for generating offline benefits—most
commonly, social capital—and for psychological
development in young people [1]. Maintaining
friends through SNSs allows users to engage in
social activities as well as to build social capital
in online settings [2,3]. Many researchers have
investigated the meaning of communication and
relationships in the context of online networking
sites. Recently, major journals have published
special issues regarding social media, SNSs (e.g.,
blogs and SNS and online communities), social
capital, and the relationship between user
behavior and communication technologies.
Related articles have focused on the social and
psychological impact of social media and SNSs
[1,3,4], but research on the relationship between
the self-systems of SNS users and the building of
social capital is insufficient. Therefore, this study
will attempt to explore how individual SNS users’
self-systems
(based
on
self-efficacy,
self-assertion, social-presence, and self-esteem),
when considered in conjunction with intensity of
use, influence social capital building. The study
also investigates whether specific types of social
relationships that are established through SNS
use mediate social capital effects.
Furthermore, few empirical studies have
attempted to build a theoretical model that
explains individual SNS users’ self-systems as a

factor affecting social relationships and
moderating social capital effects. Thus, the goals
of this study are: 1) to understand how the
structure of individual Facebook users’
self-systems affect social relationships and
mediate social capital effects, and 2) to suggest a
model that explains the relationship between such
self-systems and social capital. An investigation
of the relationship between user self-systems and
the building of social capital will help provide
valuable data to support a theory of social
networking sites.

Theoretical background
Social Capital and Social Network Sites
The term social capital is widely used in
social science. The study of social capital has
focused on individual social relationships as well
as on how the use of mass media influences an
individual’s relationships with others and with
society as well as social trust. Lin defines social
capital as an investment in social relations on the
part of individuals through which they gain
access to embedded resources to enhance
expected returns on instrumental or expressive
actions [5, p.35]. Social capital complements the
concepts of economic capital and human
resources by incorporating the role of social
relations.
SNSs might help individuals create and
maintain social capital because the technical and
social affordances of SNSs enable interaction,
and therefore reciprocity, within a larger network
of social connections [6,p.246].SNSs might not
increase the number of strong ties that people
have, but the SNS technology supports the
formation and maintenance of weak ties,
increasing what is known as the bridging social
capital of its users [7]. Putnam has distinguished
between bridging and bonding social capital [8].
Bridging social capital comprises loose
connections or weak ties between individuals, the
thin and impersonal trust that we develop with
strangers with whom business or social
engagements bring us in contact. Bonding social
capital refers to close relationships in which
emotional support is exchanged in the context of
dense, multi-functional ties that are capable of
bringing heterogeneous groups together in
meaningful or productive interactions [2,3,9]. In
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the light of this distinction, this study attempts to
investigate the relationship between SNS users’
self-systems and both bridging and bonding
social relationships in general and social capital
in particular.
Social capital effects are social
relationships and related resources that are made
available through social networks. Social capital
effects fall into two categories, social-level social
capital and individual-level social capital [8,10].
Social-level social capital builds on social trust,
networking, social norms, and a spirit of
community. Shah et al., divided social capital
effects into relationships based on civil
involvement and relationships based on
interpersonal trust [10]. People acquire
psychological resources such as social
acknowledgment and a sense of belonging
through building social capital. Thus, trust and
reciprocity, as psychological resources, play
important roles that merit investigation in order to
better understand how social capital effects
generate individual-level social capital.
Reciprocity, which is an important factor in
determining the quality of social networking
connections among members of a community,
involves emotional support and a feeling of
sharing and belonging among members of a
specific networking chain [11]. Beaudoin and
Thorson studied the relationship between the use
of mass media, social capital, and social
participation, finding that social capital is closely
related to social participation as a pro-social
behavior [12]. Based on these studies, the present
study regards social trust, reciprocity, and social
participation as key factors in generating social
capital effects.
Self-systems (Self-efficacy, Self-assertion,
Social-presence, Self-esteem) and Intensity
To understand what a self-system is, it is
necessary to understand the concept of the self
and analyze it into its various elements. Many
trace the origin of the modern concept of the self
as a psychological construct to the work of
William James in the 1890s. James, a
psychologist and philosopher, claimed that the
self involves ‘anything that one owns,’ analyzing
the concept to include the ‘I: self as a knower,’ or
the pure self, and the ‘me: self as known,’ the
empirical self. Although these concepts have
been superseded as psychology has matured, the
distinction between the self as the subject of
cognition and the self as the object of cognition
remains useful [13].
Employing such a self-concept, people
can examine and evaluate themselves and
everything they own objectively. This awareness
supports the formation of a personality based on
consistency of the self-concept and behavior.
Consistent behavior facilitates the development

of self-esteem and predictability in interactions
with other people [14]. Along with self-esteem,
other key components of a self-system embody
one’s views of the self and one’s standards or
aspirations for oneself [15-17]. According to
Dubois et al., a self-system comprises four
elements, including self-esteem, self-description,
standards for self-evaluation, and self-value [15].
Across the relevant literature, self-efficacy [18],
self-assertion [19,20], and social-presence [21]
have also been identified as elements of the
self-system.
The evaluation of the self that forms the
basis for self-esteem has been viewed as resulting
from (a) an individual’s appraisal of the
descriptive content of the self relative to (b) the
individual’s internal standards or aspirations [15,
p.14]. Self-esteem is thought to include faith in
the self and feelings of self-worth, and reflects
one’s overall emotions and attitudes towards the
self [22,23]. Bandura defined self-efficacy as the
judgment of one’s ability to execute a particular
behavior pattern [24, p.240]. Self-efficacy has
been used as a theoretical framework in
communication studies because it is closely
associated with work-related performance,
helping to explicate the relationship between
self-efficacy and adaptability to new technology
and mass media user behavior [18,25]. Garrison,
Anderson, and Archer defined a factor termed
social-presence in this study as the ability of
participants in a Community of Inquiry to project
their personal characteristics onto the community,
thereby presenting themselves to other
participants as real people [26, p. 89]. Dunlap and
Lowenthal pointed out that this theory took on
new
importance
with
the
rise
of
computer-mediated communication (CMC) and,
later, online network analysis [21].
Self-assertion refers to one’s feeling,
desire, or need to express oneself to others
[19,27]. Bolton compared listening and
self-assertion to the negative and positive of
communication [20]. Self-assertion combined
appropriately with listening helps one to maintain
ideal relationships with others. People with
higher self-assertion develop self-value as well as
the ability to help others express themselves in
the course of developing relationships.
Intensity refers to amount and frequency
of mass media use. When applied to Facebook,
intensity has been called Facebook intensity [1].
In the present study, the self-system construct, as
indicated in the aforementioned studies, is
regarded as a function of one’s self-efficacy,
self-assertion, social-presence, and self-esteem.
The study then takes into account the factor of
intensity, especially Facebook intensity, to study
the effects of Facebook use and self-systems on
social relationships and social capital.
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Hypotheses
SNS Users’ Self-systems and Bridging and
Bonding Social Relationships
Various factors related to self-systems have
been employed in the literature on
communication and consumer behavior. One
self-system element is self-efficacy, which has
been used mainly to explain the behavior of mass
media users, such as, for example, the acceptance
of information technology [28]. Self-efficacy
plays an important role in determining user
behavior [28]. Straub argued that self-efficacy is
always a forward-thinking factor pertaining to
judgments based on beliefs about personal
capabilities [29]. It is not to be confused with
self-esteem. The development of self-efficacy is
thought to include the following factors: mastery
experience, vicarious experience, verbal
persuasion, and psychological and affective
states [24, 29]. Some research has found that
self-efficacy plays a critical role in influencing
post-outcome behavior [29]. These studies of
self-efficacy provide one of several theoretical
perspectives suggesting that both bridging and
bonding social relationships function as basic
determining factors in building social capital.
The self-assertion construct was developed
by Wolpe and Lazarus [30]. Wolpe defined
self-assertion as one’s feeling of being able to
express oneself to others without interpersonal
anxiety [27], and it has been characterized in
social psychology as behavior involved in
expressing intimacy as a strategy for maintaining
interpersonal relationships [31]. Self-assertion is
generated in proportion to the degree of intimacy,
response, and commitment to others that one feels
[32]. Thus, self-assertion is significantly affected
by aspects of a person’s relationship with others.
Short et al. refer to social-presence is a key
to understanding face-to-face communication as
well as one of the most important perceptions
involved in social circumstances [33]. Rice
pointed out that social-presence stems from
interaction with others, so it applies to the present
research because SNSs are characterized by
two-way communication and interactivity [34].
Dunlap and Lowenthal pointed out that Twitter
seems to provide an additional means for
enhancing social-presence [21] because Twitter
is a multiplatform Web 2.0 tool—part social
networking site, part microblog—that is freely
accessible on the Internet [35].
Straub et al. describe social-presence
theory as a means of explaining how social
context affects media use [29]. Social-presence
theory argues that users of media assess the
degree of social-presence required by the task
and fit it to the medium, that is, to the way in such
a medium enables a communicator to experience
communication partners as psychologically
present [33,36]. High social-presence is typically

found in face-to-face communication whereas
low social-presence is often found in e-mail and
paper-based mail [37].
Self-esteem, the manner in which an
individual evaluates self-characteristics relative
to the perceived characteristics of peers, is a
crucial variable for understanding identity
development, and underpins the development of
mental health adjustments [38, p.82]. Self-esteem
refers to typical attitudes and affections towards
oneself. It involves confidence, whether one sees
oneself as trustworthy, and negative or positive
evaluations of one’s value [39]. Steinfed et al.
found that SNSs help people with lower
self-esteem to engage with others outside of their
close personal networks. Self-esteem is therefore
closely related to SNS user behavior [6].
Middleton and Leith argued that
intensity in the use of SNSs should be measured
along two dimensions: frequency of use and
hours of use. Longevity of usage is also of
interest in exploring engagement with Facebook
[40, p. 6]. Steinfed et al. found that Facebook use
positively influences bridging social capital
based on their finding that Facebook use has
significant predictive power regarding the
generation of bridging social capital using online
social networking websites [6]. Therefore, it is
possible to assume that the components of
self-systems affect bridging and bonding social
relationships as well.
The foregoing review of the literature
and theoretical constructs pertaining to
self-systems and the use of SNSs provides the
framework within which this study examines
how the elements of self-systems affect social
relationships and social capital effects as well as
how the addition of intensity as a factor plays into
these relationships. Focusing on self-systems first
and applying the study to Facebook use yields the
following set of hypotheses:
H1: When using Facebook, the higher the
self-efficacy, the stronger the bridging social
relationships (H1-1) and bonding social
relationships (H1-2).
H2: When using Facebook, the higher the
self-assertion, the stronger the bridging social
relationships (H2-1) and bonding social
relationships (H2-2).
H3: When using Facebook, the higher the
social-presence, the stronger the bridging social
relationships (H3-1) and bonding social
relationships (H3-2).
H4: When using Facebook, the lower the
self-esteem, the stronger the bridging social
relationships (H4-1) and bonding social
relationships (H4-2).
H5: When using Facebook, the higher the
intensity of Facebook use, the stronger the
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bridging social relationships (H5-1) and bonding
social relationships (H5-2).
SNS and Social Capital Effects
Social networks are critical to human
psychological well-being; this principle has been
well documented and remains relevant to
researchers today [41]. SNSs are designed to
foster social interaction in a virtual environment
[42, p.228]. An SNS provides web-based services
that allow individuals to construct publics, that is,
groups of people with whom they are not
otherwise acquainted who willingly interact with
them over the Internet [43, p.211]. A social
network is a configuration of people connected to
one another through interpersonal means, such as
friendship, common interests, or ideas [44, p.13].
SNSs provide easy-to-use tools with which
current users can invite others to join a network.
Typical SNSs allow a user to build and maintain a
network of friends for social or professional
interaction. The core of an SNS consists of
personalized user profiles [45, p.92].
Social capital theory has been long applied
in computer-mediated environments to explore
SNS user behavior. Social capital is described as
the resources that are created in social networks
and relationships between people that provide
value or benefits for individuals participating in
the network and for their relationships [3, p. 644].
Putman suggested that there are two types of
social capital, bridging and bonding social capital
[8]. Bridging social capital is characterized by
loose connections between individuals linked by
“weak ties,” whereas bonding social capital is
characterized by very close relationships linked
by “strong ties” [9]. Differences in SNS users’
self-systems might affect the two types of social
relationships.
Putman emphasized trust, civic
engagement, and participation as playing critical
roles in building social capital [46]. To
investigate the relationship between the use of
SNSs and social capital building, the following
elements should be considered: trust, social
participation, and reciprocity [10,11,47]. These
factors play an important role in bridging and
bonding between people using SNSs.
In summary, the present study
investigates the relationship between SNS user
behavior and social capital effects. Likewise, it
can be hypothesized that social capital effects,
which are characterized by trust, social
participation, and reciprocity, affects both types
of social capital.
H6: When using Facebook, bridging social
relationships (H6-1) and bonding social
relationships (H6-2) will mediate the relationship
between user self-systems and social capital
effects.

Figure 1 Suggested Research Model
Research methodology
This study takes an empirical approach
as it attempts to analyze the relationship between
the exogenous variables related to SNS users’
self-systems and the endogenous variables
related to social capital effects. Bridging and
bonding social relationships are used as
moderating variables.
Sampling and Data Collection
The population of this study was
identified by convenience samples among
Facebook users, with almost every participant
working in a business-related field. The purpose
of the randomly collected sample was to capture
representative consumer segments and to avoid a
demographically homogeneous sample. The
questionnaires were distributed to the public
personally, through a research assistant.
Three hundred and six users out of the
400 contacted returned the study questionnaire.
The response rate was therefore satisfactory, at
77%. The sample respondents consisted of 156
men and 150 women, with 316 questionnaires
being administered for the study. The eventual
analysis included 306 respondents because 10
questionnaires were deleted due to the high
number of missing values or lack of Facebook
use.
Instrument Construction
Exogenous Variables
To measure the role of the self-system,
the variables were self-efficacy, self-assertion,
social-presence, and self-esteem. The other key
variable was intensity.
Self-efficacy. Three items were selected
based on factor loadings, item total correlation,
and item difficulty, while maintaining a
multi-faceted scale. Participants had to
check-mark their agreement with the following
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statements: 1) I get used to new technology and
products very well 2) I think that my ability to
adopt new technology is greater than that of
others and 3) I am able to understand the function
of new technology and use it effectively.
Self-assertion. Four items were selected
to measure self-assertion: 1) I’d like to publish an
essay on the use of SNSs or talk about it with
others, 2) I often suggest or give my opinion
about social issues on SNSs, 3) I share my
knowledge and experience with others using
SNSs, and 4) I like to express my opinion about
important issues through messenger boards,
billboards, or e-mail on SNSs.
Social-presence. Three items were
selected to check-mark agreement with the
following statements: 1) I feel the warmth of
others when I am using Facebook, 2) I intend to
converse warmly when I am using Facebook, and
3) I felt a sense kinship with others when I am
using Facebook.
Self-esteem. The items used to measure
self-esteem were as follows: 1) I think my friends
are better than me, and 2) I am just as smart and
competent as others are, and 3) I sometimes feel
like I am worthless.
Intensity. The items used to measure
intensity were as follows: 1) Facebook has
become part of my daily routine, 2) I feel out of
touch when I haven’t logged onto Facebook for a
while, and 3) I feel I am part of the Facebook
community.
Endogenous Variables
Bridging social relationships. Three
items were used to measure bridging social
relationships: 1) I have the chance to meet people
who live in different areas through using SNSs,
2) I have the chance to meet people from a
different socioeconomic background through
using SNSs, 3) I have the chance to meet people
who live in the same local community through
using SNSs.
Bonding social relationships. Three
items were used to measure bonding social
relationships: 1) I have the chance to meet people
who belong to an organization I belong to
through using SNSs, 2) I have the chance to meet
people who live in the same local community
through using SNSs, 3) I have the chance to meet
people or members of organizations who have the
same beliefs or common interests through using
SNSs.
Social
Capital
Effects.
The
components of social capital effects in this study
were analyzed into three subordinate concepts:
trust, reciprocity, and social participation. Social
capital effects were measured in reference to nine
items eliciting respondents’ opinion about trust,
reciprocity, and social participation: 1)
believability, 2) trustworthiness, 3) fairness for
trust, 4) strong solidarity, 5) fellowship, 6) a

sense of comradeship for reciprocity, 7) intention
to participate in a non-profit organization, 8)
intention to participate in a civic organization,
and 9) intention to participate in a social
organization or political party. Items were scored
on a 5-point Likert scale with 1 indicating
“strongly disagree” and 5 indicating “strongly
agree.”
Data analysis
The aim of this study was to investigate
the relationship between SNS users’ self-systems,
bridging/bonding social relationships, and social
capital effects. In order to verify the hypotheses,
demographic data were analyzed using a
statistical package, SPSS 15.0, and Covariance
Structure Analysis was conducted using EQS6b
and MLE (Maximum Likelihood Method).
Assessment of the Self-system and Social
Capital Measurement Model
This study carried out required
procedures for building a structural equation
model and assuring model goodness of fit. For
example, normality and sample adequacy were
examined according to the standards of
evaluation of measurement models suggested by
Hair et al. [48], according to which mean of
skewness and kurtosis should fall within the
range of ±1.96, which this study satisfied.
According to Hair et al. [48], a
measurement model should be evaluated for
convergent validity and discriminant validity.
This study assessed convergent validity using
Cronbach’s alpha, following Bagozzi and Yi [49]
and Hair et al. [48], and composite construct
reliability and AVE (Average Variance
Extracted) following Fornell and Larker [50].
Discriminant validity was assessed by comparing
the correlation of components to AVE.
As seen in <Table 1>, the Cronbach’s alpha
mean for all concepts is above 0.7. According to
Nunnally, the Cronbach’s alpha mean should be
0.6 or higher, so in this respect this study has
sufficient reliability [51,52]. The study’s AVE
also satisfied the standard of 0.5 of AVE
suggested by Bagozzi and Yi and Hair et al.,
which means the measurement indexes exhibit
convergent validity [48,49].
Items

α

C.R

AVE

Self-Efficacy

3

.897

.980

.762

Self-Assertion

4

.892

.970

.649

Social-Presence

3

.794

.972

.749

Self-Esteem

3

.761

.972

.786
.775

Intensity

3

.825

.966

Bridging-SR

3

.870

.974

.846

Bonding-SR

3

.840

.973

.798

Social Capital

9

.823

.979

.666

Table 1 Internal Consistency of the Constructs
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In order to verify discriminant validity, the
AVE of each of the two potential factors was
compared with the square of the correlation
between the two potential factors. In this study,
the means of the squares of the correlation
coefficients (r²) are smaller than AVE. Fornell
and Larker suggested that AVE should be larger
than the means of the squares of all correlation
coefficients [50]. The extracted AVE is
between .666 and .846, and the means of the
squares of the correlation coefficients are
between .004 and 592, which results in an AVE
that is larger than the means of the squares of the
correlation coefficients (r²). This also ensures the
discriminant validity that is required for research
hypotheses model verification. It also means the
data collected for the verification ensure
discriminant validity.
Model goodness of fit was verified using
the measurement variables that were subjected to
assessment of reliability, convergent validity, and
discriminant validity. χ²=449.3, df=357, and
p=.000, CFI=.983, GFI=.914, AGFI=.881,
NFI=.925,
NNFI=.978,
SRMR=.051,
RMSEA=.029. This is an acceptable goodness of
fit considering the measurement of the structural
equation model, which means that the
measurement methodology of this study is
sufficiently reliable.
Tests of Hypotheses
The structural equation model was used to
verify the hypotheses associated with the
proposed model. Goodness of fit is considered
acceptable considering the measurement of the
structural equation model. As proved previously,
the research model hypotheses for this study
satisfy the advised base values. The goodness of
fit of the model hypotheses yielded
χ²=(340)=525.9,
CFI=.966,
NFI=.912,
NNFI=.954,
GFI=.899,
AGFI=.853,
SRMR=.126, RMSEA=.042, which means that
the model’s goodness of fit satisfies the advised
base values. The model tends to be selected even
though it does not satisfy the requirements
because the structural equation model is likely to
be sensitive to sample size, which applied to
hypothesis verification in this study as well. Thus,
the assumptions remained within acceptable
boundaries.

Figure 2 Results of Suggested Research Model
with path Coefficients
Path
Self-Efficacy ->
Bridging-SR
Self-Assertion ->
Bridging-SR
Social-Presence ->
Bridging-SR
Self-Esteem ->
Bridging-SR
Intensity ->
Bridging-SR
Self-Efficacy->
Bonding-SR
Self-Assertion ->
Bonding-SR
Social-Presence ->
Bonding-SR
Self-Esteem ->
Bonding-SR
Intensity ->
Bonding-SR
Bridging ->
Social
Capital
Effects
Bonding ->
Social
Capital
Effects

Std.
Error

Standardized
(Unstandardized )
Coefficient

.062

.093**(.113), z=1.834

.071

.313***(.380)

.085

.177***(.276)

.067

-.098***(-.139)

.051

.269***(.262)

.062

.156***(.178)

.067

.224***(.255)

.085

.177***(.259)

.066

-.023(-.030)

.049

.323***(.296)

.037

.472***(.302)

.041

.463***(.316)

*** p<.05, **p<.07(marginally significant)
Table 2 Results for Hypotheses
Hypothesis 1 was that, when using
Facebook, the higher the self-efficacy, the
stronger the bridging social relationships (H1-1)
and bonding social relationships (H1-2). This
hypothesis was supported, the results suggesting
that self-efficacy is positively related to bridging
and bonding social relationships. Both of these
proposed paths were significant in the
hypothesized direction (self-efficacy, with a
standardized path coefficient for bridging and
bonding social relationships: γ= .093, p< .07 for
H1-1, marginally significant; γ= .156, p< .05 for
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H1-2). Thus, both hypotheses H1-1 and H1-2
were supported.
Hypothesis 2 was that, when using
Facebook, the higher the self-assertion the
stronger the bridging social relationships (H2-1)
and bonding social relationships (H2-2).
Hypothesis was supported, the results suggesting
that self-assertion is positively related to bridging
and bonding social relationships. Both of the
proposed paths were significant in the
hypothesized direction (self-assertion, with a
standardized path coefficient for bridging and
bonding social relationships: γ= .313, p< .05 for
H2-1; γ= .224, p< .05 for H1-2). Thus, both H2-1
and H2-2 were supported.
Hypothesis 3 was that, when using
Facebook, the higher the social-presence the
stronger the bridging social relationships (H3-1)
and bonding social relationships (H3-2).
Hypothesis 3 was supported, the results
suggesting that social-presence is positively
related to bridging and bonding social
relationships. Both of the proposed paths were
significant in the hypothesized direction
(social-presence, with a standardized path
coefficient for bridging and bonding social
relationships: γ= .177(.276), p< .07 for H3-1,
marginally significant; γ= .177(.259), p< .05 for
H3-2). Confirmation of H3-1 was marginally
significant, while confirmation of H3-2 was
significant. Thus, both H3-1 and H3-2 were
supported.
Hypothesis 4 was that, when using
Facebook, the lower the self-esteem the stronger
the bridging social relationships (H4-1) and
bonding social relationships (H4-2). Hypothesis
4 was partly supported, the results suggesting that
self-esteem is closely related to bridging social
relationships but not to bonding social
relationships. The proposed path for self-esteem
to bridging relationships was significant in the
hypothesized direction (self-esteem, with a
standardized path coefficient for bridging and
bonding social relationships: γ= -.098, p< .05 for
H4-1; γ= -.023, p> .05 for H4-2). The
relationship proposed in H4-1 was significant,
while that proposed in H4-2 was not statistically
significant. Thus, H4-1 was supported but H4-2
was not supported.
Hypothesis 5 was that, when using
Facebook, the higher the intensity of Facebook
use the stronger the bridging social relationships
(H5-1) and bonding social relationships.
Hypothesis 5 was supported, the results
suggesting that intensity is positively related to
bridging and bonding social relationships. Both
of the proposed paths were significant in the
hypothesized direction (intensity, with a
standardized path coefficient for bridging and
bonding social relationships: γ= .269, p< .05 for

H5-1; γ= .323, p< .05 for H5-2). Thus, both H5-1
and H5-2 were supported.
Hypothesis 6 was that, when using
Facbook, bridging social relationships (H6-1)
and bonding social relationships (H6-2) mediate
the relationship between Facebook users’
self-systems and social capital effects. The
hypothesis was supported, the results suggesting
that bridging and bonding social relationships are
positively affected by social capital effects. Both
of these proposed paths were significant in the
hypothesized direction (bridging and bonding
social relationships, with standardized path
coefficients for social capital effects: β= .472,
p< .05 for H6-1; β= .463, p< .05 for H6-2). Thus,
both H6-1 and H6-2 were supported.
Conclusions and discussion
This study investigated the relationship
between Facebook users’ self-system component
factors, social relationships, and social capital
effects, using extant social capital theory and
theoretical components of self-systems. The
findings generally supported the hypotheses
derived from the research model and previous
empirical studies. This study also found that some
elements of Facebook users’ self-systems played
a critical role in accounting for the formation and
strength of bridging and bonding social
relationships. The study also suggests that both
types of social relationship are mediated when
social capital effects are combined with
self-systems.
To summarize the hypotheses tested in
this study, self-efficacy had a positive influence
on bridging and bonding social relationships,
although the path coefficient of self-efficacy on
bonding social relationships is higher than the
corresponding path coefficient on bridging social
relationships. Therefore, when using an SNS
such as Facebook (the medium involved in this
study), self-efficacy seems to play a more
important role in bonding social relationships
than in bridging social relationships. Users with a
strong capacity for adopting new technology seek
to form bonding relationships within their
homogenous groups. They also exhibit trust and
participate with greater commitment to such
social groups.
Self-assertion plays a more critical role
in bridging social relationships than in bonding
social relationships where an SNS is involved.
Users who are willing or eager to express their
opinions about or share some knowledge about
social issues sought to form bridging
relationships with others through SNS use. Users
with higher self-assertion tended to trust and feel
intimacy with others when using an SNS than did
users with lower self-assertion.
Social-presence is closely related to
both bridging and bonding social relationships
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through SNS use. Users who felt warmth and a
sense kinship with others when using an SNS
sought to form both bridging and bonding
relationships. Users with strong social-presence
were more willing to trust others and more likely
to feel intimacy with others than were users with
lower social-presence.
The study found a significant
relationship between users’ self-esteem and
bridging social relationships but did not find a
corresponding relationship regarding self-esteem
and bonding social relationships. The results of
this study are similar to those of Steinfeld et al.
[1]. People with lower self-esteem are more
positively engaged with bridging social capital
than were those in the higher self-esteem group
[1]. This study also found that users with lower
self-esteem are more engaged with bridging
social relationships than with bonding social
relationships.
Intensity of Facebook use plays a more
important role in bonding social relationships
than in bridging social relationships. Users who
tend to use an SNS frequently, especially when it
becomes part of their daily routines, showed a
willingness to form bridging social relationships.
Bridging social relationships are more
closely related to social capital effects than are
bonding social relationships. Both bridging and
bonding social relationships mediated the
relationship between self-systems and social
capital effects. The stronger the bridging social
relationship is the more effective is the social
capital building. Users with strong bridging
social relationships were more willing to trust
others and participate in social organizations.
Implications and limitations
Facebook has become one of the most
popular tools for social communication [53].
Several studies related to SNSs have been
published. Steinfield et al. pointed out that
previous studies in this area have not focused on
how technology can support the ability or
motivations a person has for exchanging social
capital [6]. Although the present study deals with
the relationship between Facebook users’
self-systems and social capital effects, individual
differences among users, such as differences in
personality or motivation, were not covered
because individual difference variables play an
influential role in determining how people
respond to objects. SNSs have been developed by
adding advanced features that recommend new
connections to their users [54]. These advanced
contents and tools help SNS users to connect
more easily or to access to their extended
networks through these sites.
The results of this study have important
implications. The study examined how Facebook
users’ self-systems affect two types of social

relationships and social capital effects. The
findings should establish baseline information on
the relationship between users’ self-systems and
social capital by offering better understanding of
such self-systems. The power of SNSs has
already been established by previous studies,
which have provided evidence that social change
and new media user trends are driven by
inter-relationships formed through SNS use and
might be contributing to changes in interpersonal
relationships, trust, and reciprocity.
MacKinnon terms a new identity that is
created by communication through computers a
persona [55]. A persona is in effect an artificial
being that is formed by language and behaviors
practiced by Internet users online. The literature
on such personas has identified three levels of
self-expression: First there are ‘transparent
figures,’ individuals who express themselves as
they are. These are contrasted with ‘translucent
figures,’ individuals who reveal themselves only
partially. Finally, there are ‘opaque figures,’
individuals who do not reflect themselves
accurately at all when using an SNS. These
variations among SNS users reflect differential
desires to acquire goods online that users
perceive themselves to be unable to acquire
offline as well as dissatisfaction with themselves
offline, which they can mask when behaving
online. Therefore, much more work is needed to
fully understand how SNS users compare their
real offline selves with the ideal or artificial
selves they sometimes create online. Such work
should then be extended to investigate the role
these differences play in building social capital
through SNSs.
The limitations of this study include, for
example, that fact that the study compared only
five components of self-systems with social
capital. Other external factors independent of
self-systems should be examined to achieve a
more comprehensive understanding of how SNS
use affects bridging and bonding social
relationships and social capital effects. For
instance, a number of socio-cultural factors
should be investigated.
This study determined the feedback and
needs of SNS users by conducting a survey of
general SNS users in a rapidly changing new
media environment. This is such a dynamic
environment that its findings could be rendered
obsolete rather quickly. Furthermore, the study
has not examined social networking sites as
marketing communication channels. Therefore,
future studies and methods must be devised with
which to measure marketing communication over
new technology channels. In addition, SNSs
should be understood and discussed in light of
deeper user behavior and motivations as they
relate to SNS outcomes in future studies.
Moreover, media users’ perceptions of traditional
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media should also be examined as functional
aspects SNSs.
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